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2. Japanese Market Profile 


The Organisation for Economic Co-operation and 
Development (OECD) Better Life Index provides some 
insight into how the people of Japan live beyond GDP 


and economic statistics. According to the Better Life 
Index, Japan ranks above the OECD average in several 
areas that contribute to material living conditions and 
quality of life - income and wealth, education and skills, 
jobs and earnings, housing, personal security, and 
environmental quality. It ranks below the average in 
areas such as civic engagement, subjective well-being, 
social connections, work-life balance and health status. 


LLL EE. 


Elli 


BD 


The life expectancy for a baby born today in Japan is 84 
years, the highest in the OECD at four years higher than 
the average. Life expectancy for Japanese women is 87 
years, compared with 81 for men xv. 


d | 


The average household net adjusted disposable income 
per capita is AU$ 42,249 a year, lower than the OECD 
average of AU$ 47,644 a year. Income disparity between 
the richest and the poorest citizens is considerable, and 
the top 20 per cent of the population earn more than six 
times as much as the bottom 20 per cent xv. 


F: 


L 4 


In Japan, 75 per cent of people aged 15 to 64 have 

a paid job — 83 per cent of men are in paid work, 
compared with 67 per cent of women. The percentage 
of employees working long hours is higher than the 
OECD average. Full-time workers spend less time on 
average on personal care such as eating, sleeping, and 
leisure (socialising with friends and family, hobbies, 
games, computer, television use) than the OECD 
average of 15 hours per week. Japan is the top- 
performing OECD country in reading literacy, maths 
and sciences, and leads the OECD ranking of countries 
in the percentage of adults aged 25-64 who have 
completed upper secondary education xv. 


There is a strong sense of community in Japan, where 
89 per cent of people believe that 'they know someone 
they could rely on in a time of need’. Overall, the 
Japanese are less satisfied with their lives than the 
OECD average, and when asked to rate their general 
satisfaction with life on a scale from O to 10, they 
averaged 5.9, lower than the OECD average of 6.5 xv. 


Tourism to Japan has boomed in the last decade, and 
since 2012 international visitation has grown more than 
280 per cent. In 2019 Japan welcomed 31,882,049 
international tourists xii. 70 per cent of these visitors 
were from North-East Asia (China, Hong Kong & South 
Korea), 13 per cent from Europe and the Americas, 
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2. (continued) 


12.6 per cent from South-East Asia and India, and 2 

per cent of visitors came from Australia xii. The growth 

in visitation was set to continue in 2020, in anticipation 
of the 2020 Tokyo Olympics and Paralympics. These 
events were postponed due to the COVID-19 global 
pandemic. From January to June 2020, Japan welcomed 
only 3,950,770 international visitors xii. 


Statistics around wine consumption in Japan has 
identified what is often called the 'seven wine 
booms’, the first in 1972 and the last finishing in 2017, 
represented in the graph below. 


Japan ranks fifteenth worldwide in wine 
consumption in terms of volume, consuming over 

49 million 9 litre cases in 2019. This equates to 3 litres 
per capita for that year. The country moves up the ranks 
to eleventh worldwide when it comes to consumption 
value at US$ 497 million xvi. 


2018 statistics around the sale of alcohol products 
based on alcohol tax from the Japan National Tax 
Administration Agency show the diversity of the 
Japanese alcoholic beverage market. Beer and liqueurs 
dominate, with over 50 per cent of the total market share. 
Other alcoholic beverages, including wine (at 4.3 per 
cent) take up a minor share, below 10 per cent each xvii. 


Imported alcohol sales similarly show the breadth 

of consumer preferences. However, unlike the total 
sales of alcohol, wine is by far the dominant category. 
Imported wines (46.2 per cent) and liqueurs (30.1 per 
cent) comprise a large share of the import market based 
on 2018 figures. After liqueurs, the next largest import is 
Shochu, with a share of 8 per cent xvii. 
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The average price per bottle of wine sold in the 
Japanese market is JPY 775 (AUS 10.08) xvi, and 
80 per cent of still wines sold in Japan are under 
JPY 1,500 (AU$ 20.16). Countries that were able to 
increase their market share of still wine exports to 
Japan in the last wine boom - namely, South Africa, 
Chile, Italy and Australia — did so because they 
could meet the demand for entry-level wines in the 
JPY 500 to JPY 999 (AUS 6.72 to AUS 13.43) price 
range xviii. 


Sparkling wine is incredibly popular in Japan, and 
statistics from 2017 show French Champagne and 
Spanish Cava dominate the market, accounting for 38 
per cent and 25 per cent of sales, respectively. The most 
popular sparkling wines are in the JPY 5,000 to JPY 
10,000 (AU$ 61.30 to AU$ 122.70) per bottle price range. 
26 per cent of the total, the majority share of the on- 
premise market, is in JPY 1,000 to JPY 1,500 (AUS 6.72 
to AU$ 20.16) price range xviii. 


Japan has the largest number of sommeliers in the 
world - there are approximately 30,000 - who have great 
sway and influence on consumer consumption and 
trends. 'Omakase' or letting a chef choose your food is 
a Japanese tradition that also extends to wine, and so 
restaurant sommeliers play a pivotal role by promoting 
wine in-person to consumers. 


Red wine is the preferred style for the majority of 
Japanese wine drinkers. There is an emerging trend 
towards natural wine styles characterised by minimal 
human intervention. Younger wine drinkers consider it 
a healthier alternative to sake, shochu or beer. 


2012-present 


| 


1997-1998 


1994 





Source: National Tax Agency, JEJXSER BLZ = 0D TEE (E B6 Fo 2. O WEBS 3 00 ФЕТ), 2017 via Austrade xviii 
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JAPAN HAS 
THE LARGEST 
NUMBER OF 
SOMMELIERS 
IN THE WORLD 





2.1 Current performance and 


perception of Australian wine in Japan 


Australian wine exports to Japan totalled AU$ 

49 million in the year ending June 2020, down 

-3 per cent from the previous year. Australia exported 
15 million litres of wine to Japan in this same timeframe. 
The Japanese market currently ranks ninth in both 
value and volume for exported Australian wine. It 

is worth noting that in the 12 months ending March 
2019, exports to Japan grew 16 per cent, recording 
a record AU$ 55 million in sales for the same period. 


The figure below courtesy of Wine Australia provides a 
helpful visual of how the introduction of the Japanese 
Australia Economic Partnership Agreement has had 

a positive influence on the value of Australian wine 
exports into Japan. Australian premium wine exports 
have increased, and since the tariff on bulk wine 

was removed, bulk wine exports have also increased 
significantly. According to figures from Wine Australia, 
Australian exports priced at AU$ 10 or more per litre 
have doubled in value since 2015, reaching AU$ 13 
million in the 12 months ending 2019. 


Australian wine exports to Japan (A$ million FOB) 
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12 months ended March 


Source: Wine Australia 


From 2006 to 2016, Australia held a stable position in 
the Japan market as the sixth most preferred source of 
wine. Currently, Australia sits behind Chile, France, Italy, 
Spain and the USA in terms of volume. 90 per cent of all 
wine imports into Japan come from Chile, France, Italy 
and Spain alone. 
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Australia has enjoyed gains in sparkling wines, which 
grew by 77.8 per cent between 2012 and 2017, but 
overall Australia's share in the market as a whole has 
remained broadly stable. Australian sales trends remain 
largely stagnant in comparison to competitor country 
wines, and Chilean, Italian and Spanish low-cost wine 
and French Champagne have significantly improved 
their market position. 


There seems to be a robust demand for wines under 
JPY 1,000 (AU$ 12.30) through off-premise channels 
such as supermarkets and convenience stores. But it 
remains hard to see how many winemaking countries 
could compete against Chilean wines when it comes 
to price. Chilean wines are up to 30 per cent cheaper 
than Australian wines based on prices observed in 
supermarkets and convenience stores xviii. 
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VOLUME OF AUSTRALIAN WINE PURCHASED IN JAPAN BY PRICE RANGE 2017 * 








On-premise Off-premise 
A$61.31-A$122.70 1,000 | 1,000 
A$36.81-A$61.30 4,000 | 5,000 
A$24.56-A$36.80 14,000 B 28,000 











A$18.41-A$24.55 44,000 MS 52,000 

A$1231-A$4840 | 134,000 О 313,000 

A$6.10-A$12.30 100,000 DR 263.000 
Under A$6.10 3,000 | 81,000 








*Figures in the bar graph represent the number of nine-litre cases containing 12 x 750ml bottles. 
Source: WANDS 3$,H 2k 0724 7 i38 ev, April 2018 via Austrade xviii 


As with many markets, the Japanese wine market Quality perceptions of Australian wines (mean score 
is motivated by three major drivers; quality, brand sdb Nae educit а bla b по паке 
recognition and price (more so in the still wine than 

the sparkling wine market). Australian exporters aren't 7.32 7.37 
well placed to compete оп price with low-cost wine- 7.02 

producing countries and so efforts must be focused 

on growing awareness of Australian wine quality 2010 2015 2016 2017 
and brand recognition — whether that be wine brands Source: Wine Intelligence via Wine Australia xx 

or regional brands (GI's). 


7.47 





Additionally, the image of Australian wine among regular 
wine drinkers has improved in recent years. The portion 
of regular wine drinkers who agreed that Australian 
wines were food-friendly and good value for money has 
increased from 60 per cent and 65 per cent respectively 
in 2010 to 84 per cent and 80 per cent in 2018 xx. 


In good news, 2018 research by Wine Intelligence 
(available via wineaustralia.com.au), indicates that the 
quality perceptions of Australian wine among regular 
wine drinkers in Japan is steadily on the increase. 


“(Japanese people) still think of Australian wine on the whole as something in the supermarket 
with a critter on the label, unfortunately. So, it’s our job to promote that we are premium, we ) 


deserve to be in the top restaurants and we re really good value for money as well." 


Sally Townsend, DTI Regional Director for Japan and South Korea (click to listen to audio] 
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2.2 Competitive 
Environment 


The alcoholic beverage market in Japan is competitive. 
2018 statistics around the sale of alcohol products based 
on alcohol tax from the Japan National Tax Administration 
Agency show that beer and liqueurs dominate, with over 
50 per cent of the total market share. Other alcoholic 
beverages, including wine (at 4.3 per cent) xvi take up a 
minor share, below 10 per cent each xvii. 


Imported alcohol sales similarly show the breadth of 

the Japanese consumer’s preferences. However, unlike 
the total sales of alcohol, wine is by far the dominant 
category. Imported wines (46.2 per cent) and liqueurs 
(30.1 per cent) comprise a large share of the import 
market based on 2018 figures. Australian wine holds sixth 
position when it comes to the market share of imported 
still wine into Japan, and the fifth position for sparkling 
wine, the figures sit at approximately 4 per cent and 5 per 
cent of the market share respectively xvii. 


Dominated by the ‘cheap and cheerful’ wines of Chile, 
and French and Italian wines with a reputation for quality 
and sophistication, Australian wineries must make a 
concerted effort to develop our reputation for good 
quality and premium products. 





BAKUTAKE “SHIRO” sHocy 
کک‎ 
t1 














CHILE 


Chilean wines dominate the Japanese wine market and 
hold the majority of the market share (approximately a fifth 
in 2019). The steady growth of Chilean wine since 2014 can 
in part be put down to the Chile-Japan Export Partnership 
Agreement which came into force in 2007. From 2007 the 
applied tariff rate for bottled Chilean wine began a 13-year 
phase-out. The result has been a quadrupling of Chile's 
bottled wine market share by value, growing from under 7 
per cent pre-EPA, to more than 30 per cent at its height. 
Chilean wine dominates in the lower price segments (JPY 
500 - JPY 1000 - AUS 6.50 - AUS 13.00), selling very well 
at supermarkets and convenience stores xxi. 


Chilean wine has an image of being good quality for a 

fair price. Brand awareness is healthy, particularly with 
brands termed 'critter brands' that feature animals on 

their labels and appeal to the younger wine drinker. 


FRANCE 


French wine remains synonymous with sophistication 
and quality worldwide, and it is no different in Japan, 
where French wine demands the highest average retail 
price per 750ml for still and sparkling wine. France is 
the largest European Union exporter of wine to Japan, 
accounting for 60 per cent of the EU export value xxi. 
When it comes to volume, French wine comes in second 
only to Chile in the percentage of the Japanese still 
wine market share but leads with a substantial margin 

in the sparkling wine market share. The older generation 
of Japanese wine connoisseurs who developed their 
passion by drinking wines from France (a 'French- 
schooled' wine market) maintain a considerable 
influence on Japanese sommelier society. 


French bottled wine market share was in steady decline 
primarily due to competition from new world wines (Chile, 
USA, South Africa, Australia). Imports declined from 


“Beer and RTD (Ready-To-Drink) alcoholic drinks are the most produced and most sold 
alcoholic drinks in market, and it’s extremely competitive. Prices are getting lower and 


lower for these items and they are controlled by a number of big beer companies.” 


Sally Townsend, DTI Regional Director for Japan and South Korea (click to listen to audio] 
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56.7 million litres in 2013, to 42.2 million litres in 2018. On 
1 February, 2019, the EU-Japan Economic Partnership 
Agreement came into force, giving France and other EU 
countries immediate duty-free access into Japan. As 

a result, the consumption decline of French wine has 
halted, and there has been a 17.3 per cent increase in 
EU exports of wine to Japan (European Commision) xxii. 


ITALY 


Italian wine holds slightly above a tenth of the still wine 
market share in Japan and slightly below a fifth of the 
sparkling wine market share in terms of volume. Similar 
to French wine, Italian wine is considered sophisticated 
and of high quality by Japanese consumers, and 
favoured by older Japanese consumers and consumers 
that enjoy Italian cuisine. 
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AUSTRALIAN 
WINERIES MUST 
MAKE A CONCERTED 
EFFORT TO DEVELOP 
OUR REPUTATION FOR 
GOOD QUALITY AND 
PREMIUM PRODUCTS. 





SPAIN 


Spanish wine is viewed favourably in the lower and mid- 
priced range by Japanese consumers, with an excellent 
quality to cost ratio. Spain ranks fourth in still wine market 
share in terms of volume, and is second only to France in 
the sparkling wine market share, with a quarter of the total 
Japanese sparkling wine market share. 


USA 


In Japan, wines from the USA are recognised for their 
innovation, desirable flavour profile, sweetness, and high 
alcohol content. Napa Valley, in particular, resonates with 
Japanese consumers, and it is now associated with high- 
quality wine xxi. The USA ranks fifth in total market share 
of still wine by volume. 
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2.2 (continued) 


JAPANESE WINE INDUSTRY 


Wines that are made with 100 per cent Japanese 

grown grapes and fermented in Japan are classified 

as Japanese Wine or "Japan Wine". There is a clear 
distinction between Japanese Wine and “domestically 
produced wine" or wines that are made in Japan from 
imported grapes. Under Japan's wine labelling rules that 
came into effect in 2018, only “Japan Wine" may display 
the geographic location, grape variety, and the vintage 
on their label. Wines made from overseas ingredients 
are required to have indications, such as “Concentrated 
juice contained" and "Imported wine contained" on their 
front labels, and the geographic location, grape variety 
and vintage are not allowed to feature on the label. 


According to the Japan Wineries Association, Japanese 
Wine is characterised by its diversity — diversity of 
varieties and diversity of flavour characteristics — and 
delicacy. It is this delicacy that is sighted when matching 
Japanese Wine with Japanese cuisine. 


The first domestic wine company in Japan began 
growing grapes in the 1870s in the Yamanashi 
prefecture. Today, wine is produced all over the country, 
with the main production areas found in the Yamanashi 
(produces slightly over a third of total volume), Nagano 
and Hokkaido prefectures. The main varieties grown in 
Japan include indigenous grapes such as Koshu (white 
variety) and Muscat Bailey A (red variety), as well as 
Merlot and Chardonnay. Smaller amounts of Cabernet 
Sauvignon, Shiraz (Syrah), Pinot Noir, Muller Thurgau, 
Kerner and Sauvignon Blanc are grown. 


The Koshu grape variety was initially cultivated for 

food but is now the most widely used grape for wine 
production in Japan. Koshu's thick skin suits the humid 
climate of Yamanashi and typically makes wines with 
characteristics of citrus and peach, with low acid and 
low alcohol. Muscat Bailey A is a red wine grape hybrid 
explicitly developed for the Japanese climate. Most 
often it is made into a light, fruity style low in tannin and 
acidity, an excellent match for tuna sashimi. 


The popularity of Japan Wine has been on the rise but 
remains relatively insignificant compared to Japan's 
overall wine consumption - at approximately 4 per 
cent of total wine consumption. The global reputation 
of Japanese Wine has also been growing, and exports 
have grown substantially in the last five years, albeit 
from a very low base. In 2019 only 58 kilolitres of 
Japanese Wine was exported overseas. 


BEER 


The Japanese mainstream beer market is the fourth 
largest beer market in the world, and in 2017 retail value 
sales reach approximately AU$ 51.1 billion xxii. But since 
2013, it has remained stagnant with many consumers 
starting to choose wine, spirits and RTDs (ready-to-drink 
beverages such as shochu highballs and whisky highballs) 
over beer. This being said, the beer market still holds a 
forty per cent share of the alcoholic beverage market. 


In Japan, the mainstream beer market is dominated by 
Asahi Breweries Ltd, Kirin Breweries Co Ltd, Suntory 
Beer Ltd and Sapporo Breweries Ltd. Together they 
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account for 93 per cent of the beer market. Lagers 
accounted for 94 per cent of the Japanese beer 
market in 2017 xxiii. 


Craft beer is the only sub-segment of the overall beer 
market that has gained popularity among Japanese 
consumers xxiii. High-percentage alcoholic beers and 
non-alcoholic beers are two segments growing in 
popularity, the former a result of the craft beer trend 

and the latter aligning with statistics showing that the 
younger demographic are drinking less alcohol than ever. 


WHISKY 


For eleven consecutive years, Japan's whisky market 
has grown, despite sales for all alcoholic beverages 
declining overall. This growth can be explained by 

an increase in inbound tourism to Japan, Japanese 
whisky's improved global reputation, and the 
introduction of whisky RTDs in convenience retail xxiv. 


Two companies produce more than 90 per cent 

of Japanese whisky, Suntory Holdings (owner of 
Yamazaki, Hakushu, and Chita distilleries) and Asahi 
Group Holdings (owner of Nikka Whisky Distilling 

Co.), companies who have led the way in innovative 
production, packaging and marketing of their whisky 
products. Suntory ran a highly successful advertising 
campaign to promote the consumption of “highballs” 
(whisky with soda) turning whisky into a fun casual drink 
for the younger generation. Suntory and Asahi also 
released canned highball RTD beverages, which are now 
sold at convenience stores and vending machines often 
at a lower price point than local beers xxiv. 


SAKE 


Despite bottles and cans of sake being stocked in 
almost every convenience store in Japan, domestic 
consumption of sake has been on a steady decline 

for the past few decades. Sake's share in the alcohol 
market has gone from roughly 24 per cent 40 years 

ago to just above 5 per cent today, and the number of 
sakaguras (sake breweries) have decreased by over fifty 
per cent since the 1980s xxv. 


But according to the Japan Sake & Shochu Makers 
Association, the popularity of sake is rapidly increasing 
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all around the world. Piggy-backing on the popularity 

of Japanese cuisine, sake exports rose to an all-time 
high of JPY 18.6 million in 2017, with the value of exports 
doubling in the five years before 2017. 


SHOCHU 


Shochu is the national spirit of Japan, and for the past 
decade, it has outsold sake in the local market. It is most 
often made from barley, but other grains or starches are 
also commonly used, including rice, sweet potato, and 
wheat. Like sake, shochu is fermented using koji mould 
and yeast, but unlike sake which is brewed like a beer, 
shochu is a distilled spirit. Barley-based shochus are 
distinctive for their malty and umami notes, while rice 
and sweet potato shochus have softer, sweeter flavours. 


Most shochu is made in Kyushu and Okinawa where 
the hot and humid climate is not suited to sake brewing. 
The majority of shochus are aged in clay pots, where 
the aromas and flavours become more balanced and 
rounded over several months or even several years. 
Shochu is usually bottled at around 25 per cent alcohol 
by volume, which is low in comparison with whisky 

and other distilled spirits but can be bottled up to 45 
per cent ABV. It's a versatile spirit which can be served 
neat, on the rocks, in lower-alcohol cocktails or even 
with hot water. Much like whisky RTDs, in recent years 
low-alcohol and flavoured Chuhai or canned shochu 
highballs have gained popularity. Recent reports on the 
global shochu market are predicting a rise in popularity 
worldwide due to an increase in product awareness. 
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2.3 Sales channels 


Wine in Japan is considered a ‘brand business’, and 
wine businesses should spend time choosing the 
appropriate channel to sell their product that best 
reflects both their brand and business goals. The 
price point of your product will make a portion of the 
decision for you. But asking yourself where your brand 
and your products are best positioned in the market will 
determine the in-market distributor/s you partner with 
and where their efforts are focused. 


OFF-PREMISE 


Since the early 2000s, as licensing laws in Japan 
relaxed, the retail scene has changed dramatically, and 
there are now more off-trade routes into the market than 
ever. 73 per cent of wine purchased (volume) in Japan is 
sold in off-trade or off-premise channels, mostly through 
bricks and mortar retailers xvi. The most common 
channels are department stores, specialist wine shops, 
supermarkets, convenience stores and discount stores. 


While the percentage of wine sales through department 
stores is relatively low, at approximately 2 per cent, they 
hold a prestigious place in the Japanese retail landscape 
and play an essential role in promoting premium wines. 
Due to their high foot-traffic, department stores provide 
excellent exposure to the high-end wines on their 
shelves xxvi. 


Specialist wine shops have carved out a place in the 
competitive market by attracting the educated wine 
consumer. Many of them (such as Enoteca, La Vinee and 
Wine Market Party) are subsidiaries of large beverage 
companies such as Asahi Group Holdings and Sapporo 
Breweries, and stock a wide range of upmarket, 

luxury and hard-to-find local and imported wines. The 
majority of customers at specialist wine shops are 
knowledgeable enthusiasts and connoisseurs. But for 
small to medium wineries, the many independent stores 
represent an integral route to market. Independent 
stores often sell to private customers, restaurants and 
bars. These stores are often family businesses owned 
by well-respected and well-educated wine buyers with 
specialist interests. 


One significant development in recent times is the 


hybrid retail space and wine bar. Called "kaku-uchi" they 
are small spaces in liquor shops where customers can 
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stay and have a drink. Kaku-uchi usually have a very 
local and homey vibe, and the price point for wines are 
generally a little cheaper than Izakayas (wine bars). 


Supermarkets account for the largest share (55 per 
cent) of wine sales in Japan and 84 per cent of the wine 
on their shelves are priced below JPY 1,000. National 
supermarket chains include Aeon Retail and Ito Yokado. 
Premium supermarket chains include Seijo Ishii with 
more than 160 stores, and their selection typically 
includes classic Old-World regions alongside premium 
New-World brands, as well as labels from its own 
import company. One of the oldest and more premium 
supermarkets is Meidi-ya, which has 31 stores across 
the world, and as well as being a supermarket is also a 
wholesaler, importer and exporter xxvi. 


There are an estimated 55,000 convenience stores 
across Japan, and they account for just below 10 per 
cent of all wine sales. The leading chains are 7-Eleven, 
FamilyMart and Lawson. FamilyMart has more than 
24,000 outlets, and a typical offering will include 
Chilean, French and Japanese wines xxvi. 


Discounters have proved a disruptive influence in the 
market since the early 2000s and account for about 
10 per cent of sales by volume. Kakuyasu, Yamaya 
and Liquor Mountain are three of the larger liquor 
discounters; Yamaya has more than 330 stores, and 
imports directly through Cordon Vert, which it jointly 
owns with Aeon xxvi. 


ON-PREMISE 


The on-premise market in Japan accounts for 27 per 
cent of overall wine sales by volume xvi. The on-trade 

or on-premise market in Japan is usually serviced by 
specialised wholesalers that can be large and powerful. 
As such, it is crucial to choose a specialised distributor 
with personal links to influential sommeliers or beverage 
managers if on-trade is going to be your focus. 


The frequency of wine consumption at venues has 
increased year on year since 2014 as has the amount 
that Japanese wine consumers are willing to pay for 
wine at a restaurant, bar, club or karaoke. While the 
younger wine drinker in Japan (under 55 years of age) 
is more likely to purchase wine from karaoke, bars and 
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clubs, the 55 and over age category buy the majority 
of their on-premise wine in restaurants. 


With more than 118 million users, Japan has one of 

the highest internet penetration rates in the world, 

and online sales growth is robust. According to the 
Japanese Ministry of Economics, Trade and Industry 
(METI), the size of the B2C eCommerce market in Japan 
is estimated at JPY 17,984 billion or approximately 

AU$ 223.2 billion in 2018. It increased by almost 9 per 
cent over the year, and it makes up just over 6 per cent 
of the overall retail market 


Japanese consumers of all ages are willing to purchase 
products and services online, but those in the 30 to 

59 age bracket make the highest dollar purchases. 
According to the Ministry of Internal Affairs and 
Communications, Japanese consumers who purchase 
goods and services online spend an average of 
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AU$ 415 in January 2020. The top purchase categories 
include travel-related products and services, food 

and beverage, clothing and footwear, education and 
entertainment, home electronics and furniture 


The largest e-commerce platform across categories in 
Japan is with close to 20.2 per cent of the 
market. is a close second, with about 20.1 per 
cent. Wine leads the sales of alcoholic beverages 
online, and around 16 per cent of consumers who 
drink alcohol once a month, purchased wine online 
(in comparison to 13 per cent for sake and 12 per 
cent for whisky) . For online wine sales, Rakuten, 
Enoteca, Yahoo, Amazon Japan, 

and the most popular sites. 


There are currently few restrictions for online sales, 

with many sectors of the Japanese consumer market 
now open to foreign businesses. It is vital to research 
e-commerce options carefully, as new regulations may 
be introduced as online sales grow in popularity. 
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